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Xiamen KEEPRO Co. Ltd is proposed through a network of sales, e-commerce 
sales of bathroom products. Its business model is the integration of industry resources, 
reduce the circulation, to provide cost-effective products for consumers. The company 
hopes with the integration of industry resources, concentrated force focused 
e-commerce channels, hope that through the development of the next 5 years to 
become a famous network brand bathroom. In the business management theory, 
especially the business plan to the knowledge basis, through the analysis of 
investigation and development situation of the industry, the business plan. Research 
thinks, the future of development of electronic commerce channel is an inevitable 
trend, there are a large number of customer demand for e-commerce sales of building 
materials products. Business plan proposed amount of investment is 2,000,000 
yuan,according to the technology, the net present value of 5 and a half years to 
13,112,100 yuan, the internal rate of return is 84.19%, investment recovery period is 
2.38 years. Therefore the KEEPRO company poineering project is feasible, but must 
control risk may be insufficient cash flow and the backlog of inventory. Research 
thinks, by writing the business plan, can understand the difficulties and risks on the 
road to the future business, do the theoretical guidance for future entrepreneurial 
practice. 
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第一章  绪 论 
本章将着重介绍本文的研究背景、意义和研究的内容和论文结构。 


























                                                        
①资料来源： 《中国互联网络发展状况统计报告》（2013 年 1 月） 















第二节  研究的目的和思路 













第三节  论文的结构 
















































                                                        
① 资料来源：《创业学》，杰弗里.蒂蒙斯、小斯蒂芬.斯皮内利著，人民邮电出版社，2009 年第六版，序二：
上海交通大学 王方华 
② 资料来源：《创业管理》，丁栋虹著，清华大学出版社，2006 年 1 期出版 
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